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Photos were taken at Clawson
Manufacturing and Ironwood
Manufacturing in Missoula by
Todd Goodrich, UM News and
Publications.

A Profile of

Montana's Secondary Wood
& Paper Products Sector
by Charles E. Keegan III
Daniel P. Wichman
Edwin J. Burke
ontana’s poor long term primary industry employment may
decline by another 15 to 40 percent over
economic performance
the next several years. (For more infor
begs a cure. Some
mation on the primary industry, see
suggest that more
Forest Products Industry: A
processing or manufacturing“Montana's
of the state’s
Descriptive Analysis” and the Spring
natural resources should be done in the
1992 issue of the Montana Business
state, thereby increasing Montana’s
Quarterly. Both are available from
economic activity, its revenues and its
BBER.) With projections like these, it’s
pool of jobs. This thinking has special
not hard to see why there’s so much
urgency when applied to Montana’s
interest in increasing the so-called
primary forest products industry, where a
secondary manufacturing sector in
bleak employment picture prevails.
Montana’s wood and paper products
After increasing for nearly four
industry.
decades, the state’s forest industry
Can the state do more processing of its
employment declined substantially in the
lumber and wood products, and thereby
1980s. Moreover, the outlook suggests
keep more jobs? From a raw materials
further reduction due to reduced timber
standpoint, there seems plenty of room
availability. From its current levels,

M
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for development. Approximately 90
percent of Montana’s primary forest
product sector output, such as lumber,
goes to purchasers in other states and
countries where it is used as inputs for
further manufacturing or construction.
The University of Montana’s School of
Forestry has been looking at this issue. It
obtained funding from the Small Business
Administration and contracted with UM’s
Bureau of Business and Economic
Research. Funds were used to identify
and analyze existing secondary manufac
turers in Montana—those firms manufac
turing products from the outputs of the
primary forest industry.
As a first step to encourage additional
in-state forest products manufacturing,
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the Bureau conducted a census of
secondary manufacturers. It identified:
• The number and kinds of plants;
• the type of products being
manufactured;
• kinds and sources of primary wood
products used as raw materials;
• employment;
• payrolls;
• market areas.

This article first briefly defines both
the primary and secondary sectors of the
wood products industry. Then it summa
rizes survey results and presents a profile
of Montana’s secondary wood and paper
products industry.

The Industry’s Primary
Manufacturing Sector
The forest industry’s primary manu
facturing sector includes: 1) Facilities
that process timber into primary wood
products such as lumber. 2) Facilities
that process the wood fiber residue from
1 ).

By this definition, Montana’s primary
manufacturing sector includes approxi
mately 175 plants producing lumber;
plywood; pulp and paper (linerboard);
particleboard; medium density fiberboard; log homes; utility poles, posts,
rails, and tree props; and cedar products.
Taken as a group, these 175 plants
comprise Montana’s largest manufactur
ing sector, accounting for sales of just
under $1 billion annually. (See Table 1.)
This sector employs approximately
11,500 workers. In 1990, these workers
earned about $293 million in labor
income.

The Industry’s Secondary
Manufacturing Sector
The line between primary and secon
dary manufacturing isn’t always precise.
However, in the wood and paper products
industry, secondary manufacturing can be
defined as further processing of the
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Table 1

Sales Value of Prim ary Wood
and Paper Products
M ontana, 1990
Lumber, structural timbers
and railroad ties
Plywood
Residue-related products
House logs/log homes
Posts and poles and
utility poles
Cedar products
Total

$425,000,000
125,000,000
360,000,000
39,000,000
10,000,000
1,000,000
$960,000,000

Source: Derived by the Bureau of Business and
Economic Research, The University of
Montana.

primary sector’s major commodity
outputs. Commodities are finished
products whose distinguishing feature—
from the customers’ point of view— is
price.
Softwood two-by-fours, for instance,
which are graded, priced and sold
according to Western Wood Products
Association (WWPA) rules, can be
considered a commodity, or primary
wood product. However, if commodity
lumber is further processed to yield, say,
window parts, that additional processing
is considered secondary manufacturing.
Even so, it isn’t always obvious where
primary manufacturing leaves off and
secondary begins. In a number of
Montana’s primary timber processing
facilities, a certain amount of secondary
manufacturing occurs. Some of this is
quite modest, such as finger-jointing
lumber. And some is quite extensive—for
instance, processing house logs into
complete log homes.
Other examples of manufacturing past
the primary commodity level at primary
plants include the production of special
grades of paper (such as “mottled white”
linerboard); laminating surfaces on and/or
custom cutting of particleboard and
medium density fiberboard; production of
tongue-and-groove plywood or patterned
plywood siding; and custom processing

by post and pole and cedar products
manufacturers. These tightly coupled re
manufacturing processes are not easily
separable from primary operations and
are included in the sales value of the
primary sector (Table 1).
The main goal of this study was to
identify secondary manufacturing taking
place at separate and distinct facilities.
Therefore, we present in this article all
secondary wood and paper products
manufacturing not attached to primary
facilities, as well as secondary manufac
turing which takes place at sawmills but
is clearly identifiable as a separate
operation.

Structure of Secondary
Manufacturing in Montana
The census identified 215 active
secondary plants in Montana, which,
based on major outputs, were divided into
the following categories:
• Cabinets and counter tops.
For firms in this category cabinets and
counter tops are the major output.
Customers may include residential,
commercial, and institutional facilities,
and producers of campers and other
recreational vehicles. Other products
commonly produced by firms in this
category include furniture, millwork, and
case goods such as gun cases.
• Furniture.
Major output in this category is
furniture of various types, including
wood office, school, and household
furnishings; outdoor furniture; and in
some cases completely upholstered
furniture. Other common outputs in this
category include cabinets, counter tops,
millwork, and framing.
• Prefabricated buildings including
pole buildings, but excluding log homes.
Manufacturers of pre-built structures
such as modular homes, sheds, garages,
and pole buildings fall into this category.
A number of these firms also manufac
ture and sell trusses.
• Trusses, structural building compo
nents, concrete forms, and assembled
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Table 2

“Can the state do more
processing of its lumber and
wood products, and thereby
keep more jobs ? From a raw
materials standpoint, there
seems plenty o f room for
development”
windows, doors, and frames.
The major outputs for firms in this
category include roof and floor building
trusses, laminated beams and archwork,
chamfer for concrete pouring, and
assembled windows, doors, and window
and door casings. Some firms also
produce prefabricated buildings.
• Millwork, window and door parts,
and custom planing.
This category includes producers of
millwork, parts for doors and windows,
and custom planed and worked lumber.
• Factory operations attached to
sawmills.
Firms in this category re-manufacture
lumber and are located on the same site
as a sawmill. These operations produce a
variety of outputs including millwork, cut
stock, paneling, edge-glued lumber
products, furniture components, and
stakes.
• Pallets and stakes.
These plants make pallets and stakes,
and may also manufacture barricades,
fence lath, wedges, blocks, boxes, and
planters.
• Signs, billboards, and lettering.
Firms in this category manufacture
wood signs, billboards, and lettering.
• Specialty artistic products and
plaques.
Firms in this category produce a
variety of artistic items including carved
decoys and fish, craft figures, and
plaques.
• Sporting goods.
Manufacturers in this category
produce wood framed fishing nets, and

Montana Business Quarterly!Summer 1992

Profile of Montana's Secondary Wood and Paper Products
Manufacturers by Sector, 1990
Number Employ- Compensation
to workers
of Firms
ment
Cabinets and counter tops
Furniture
Trusses, structural building
components, concrete forms , and
assembled millwork
Prefab, buildings including pole
buildings (not including log homes)
Millwork, window and door parts
and custom planing
Factory operations attached
to sawmills
Pallets and stakes
Signs, billboards, and letters
Specialty artistic products
and plaques
Sporting goods
Other products
Total

Sales

Percent
of Total

66
46
20

275
390
255

$ 3,733,000
5,221,000
3,595,500

$15,886,000
33,862,730
19,600,00

11.1
23.6
13.6

5

47

615,000

4,210,000

3.0

7

53

575,000

5,225,000

3.6

7

301

4,292,500

35,950,000

25.0

10
11
9

203
50
82

1,302,500
622,500
1,074,500

7,130,000
1,402,000
5,545,000

5.0
1.0
3.9

5
29
215

10
320
1,986

132,500
2,723,500
$23,887,500

763,000
14,151,000
$143,724,730

0.5
9.8
100.0

Source: Derived by the Bureau of Business and Economic Research, The University of Montana, based
on a survey done in cooperation with the School of Forestry, The University of Montana. Percentage
detail may not add to 100 due to rounding.
Note: Most firms provided information for 1990, but a number provided information for 1991 only.

Table 3

Profile of Montana's Secondary Wood and Paper Products
Manufacturers by Employment Class, 1990
Employment Class
(No. of workers')

Number
of Firms

Emplovment

Compensation
to Workers

Sales

1-4

125

269

$3,225,000

$15,306,000

5-9

45

294

3,444,000

18,386,000

10-24

24

378

3,981,800

23,019,000

25-49

13

425

4,918,200

29,763,730

50 +

8

620

8,318,500

57,250,000

Total

215

1,986

23,887,500

143,724,730

Source: Derived by the Bureau of Business and Economic Research, The University of Montana, based
on a survey done in cooperation with the School of Forestry, The University of Montana.
Note: Most firms provided information for 1990, but a number provided information for 1991 only.
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archery equipment including long bows,
recurve bows, and arrows.
• Other products.
Included here are firms that make
products not explicitly listed above, such
as toys, games, rocking horses, picture
frames, campers, buggies, novelty items,
kitchen and office accessories, quilt and
loom frames, bird feeders, animal caskets
and urns, clocks, book ends, paper
castings, corrugated boxes, baskets,
coasters, and others.

Scope of Montana’s
Secondary Manufacturing
Sales Value and Employment

management employees, nor does it
include all private sector workers trans
porting logs and wood products, and
constructing forest roads.
Employment distribution closely
follows distribution of sales value. Over
60 percent of the workers and 70 percent
of compensation to workers occurs in the
four major plant categories.
Size of Facilities

Montana’s secondary forest products
sector is composed of relatively small
manufacturing facilities with 125 of the
215 facilities employing fewer than five
workers; only eight plants employed
more than fifty workers and no facility

For 1990,
Montana’s second
ary wood and paper
products manufactur
ers had a total
estimated annual
average sales value of
$144 million. By
comparison, Montana’
primary sector had a total
estimated annual sales value
of $960 million. (See Table
1 .)

As Table 2 shows, four
categories—cabinets, furniture,
trusses, and factory operations at
sawmills—accounted for more than
70 percent of the average annual
sales. The largest two categories were
furniture manufacturers and factory
operations at sawmills.
Total average annual employment at
all secondary manufacturing facilities
was approximately 1,986 full- and parttime workers. These workers earned
approximately $24 million in average
annual compensation.
Because of difficulties distinguishing
between the primary and secondary
sectors, about 600 of the 1,986 workers
also are included in the 11,500 workers
estimated for the primary sector. The
primary employment estimate is conser
vative to begin with because it does not
include 2,000-3,000 public sector timber
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Represents 1 plant

reported employing more than 150
workers (Table 3). Sixty percent of the
sales value was accounted for by mills
with fewer than fifty employees.
This pattern is in marked contrast to
the primary manufacturing sector. A
number of primary manufacturing
facilities or mill complexes employ
several hundred workers. In addition,
more than 90 percent of the primary
manufacturing sector’s recent average
annual sales value was accounted for by
plants employing more than fifty workers.

Location

Secondary wood or paper processing
facilities operated in twenty-nine of
Montana’s fifty-six counties. (See Table
4.) However, 79 percent of them (170 of
the 215) are located in Montana’s ten
most populated counties (Cascade,
Flathead, Gallatin, Hill, Lake, Lewis and
Clark, Missoula, Ravalli, Silverbow, and
Yellowstone).
Of these ten counties, the seven with
populations that grew from 1980-1990
(Flathead, Gallatin, Lake, Lewis and
Clark, Missoula, Ravalli, and
Yellowstone) contained 152 of the 170
facilities. This correlation suggests that at
least a portion of the output can be
j =-«,— u
—I associated with
I local markets.
Flathead,
Gallatin, Lake,
Missoula, and
Ravalli counties
also have major
primary manufac
turing facilities as
well as secondary
plants. Portions
of Montana’s
secondary sector
have a strong
orientation to
Montana markets
and portions rely
heavily on primary sector outputs.
Table 5 shows the five Montana
counties with the highest sales value of
secondary wood and paper products.
These counties account for 75 percent of
the state’s total secondary sector sales
value. Missoula County plants had the
highest sales at $46 million, or over 30
percent of the total state sales. Missoula
County’s average annual sales were 50
percent greater than that of Gallatin
County producers, who had the second
highest county total.
Market Areas

Montana’s secondary sector markets
differ substantially from the state’s
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WOOD PRODUCTS

other important markets for secondary
sector wood products are: the far western
states; Rocky Mountain states outside
Montana; and the north central region.
Each of these regions accounts for about
14 percent of total sales. About $9
million or 6 percent of total sales were
made directly to purchasers in other
countries. An interesting contrast: Sales
to the north central region account for
about 40 percent of Montana’s primary
sector sales.
Substantial market differences exist

primary sector markets. As Tables 6 and
7 show, secondary manufacturers sold
one-third of their output to purchasers in
Montana. By contrast, less than 10
percent of primary sector sales are to
Montana purchasers.
Thus, we could classify virtually the
entire primary industry as a basic indus
try—one that brings new money into the
state. But about one-third of the second
ary industry appears to be based on
serving Montana’s local markets.
Besides the state itself, Montana’s

among the various secondary sector
product categories. For instance, manu
facturers of cabinets and counter tops,
trusses and other structural components,
prefabricated buildings (other than log
homes), and signs and lettering all rely
substantially on local markets. Each of
these categories markets more than 50
percent of its total output within Montana
—and over 70 percent within the Rocky
Mountain region.
On the other hand, several categories
of secondary operations are almost totally

Table 4

Number of Active Secondary Wood & Paper Products Plants by County and Sector,
Montana, 1990
Cabinets

Furniture

Beaverhead
Broadwater
Carbon
Cascade
Custer

-—
—
7
1

1
1
2
1

Deerlodge
Fergus
Flathead
Gallatin
Hill

_

2

15
2
fjjpf

. —
10
6
-

Jefferson
Lake
Lewis & Clark
Liberty
Lincoln

3
1
4
1
3

2
1
~
1

Madison
Missoula
Musselshell
Park
Pondera

1
8
2
-

1 __ I
9
--

Powell
Ravalli
Richland
Roosevelt
Sanders

5
■— 1
1
-1

1
4
1
—
-

Other
Trusses

Factory
Buildings Millwork Operations Pallets

Signs

Sporting
Goods
1

2
2

-

-

~ '
gjppll;
4
2
1

1
1
-

-i
i

Ifflilllp
1
3

1 111111

1

5

Ik e H

-

--

--

1

1

— ■
--

- |
2
-1
—

2
—
-

2
||§ |||§
—
1

--2

1
-' ■* !
1

| grMM
1
' - ■
—

n n n
~
-~
--

;V-

3
.—

1
- '
—

H |j i |

■- —

- '
1

10

i
3

i
2

1

Total

66

46

20

5

5111111

“
■■
—■
2
■■

1
"
811©

Sheridan
Silverbow
Stillwater
Yellowstone

1

Specialty
Artistic

| ■
1
1
■*

•■•V-.-T- 1
3
1

.:

--

7

7

1 - 3
—
i
3
--

*•
--

PPM |
i
2

U j
-p
"

- [
2
-1

3
7
14
1
10

1
----

---

3
1
1
1

2
28
1
4
1

-—
•*

2
---

2
-—
1

1
20
1
1
5

1
-6

1
3
3
26

29

215

.

1

■■

1

1

10

11

9

5

I

jjg lg
-1
'

|J J |
1

2

2

'

2
2
2

1

-—

%

1

--

1

1
1
3
13

-

3
"■■■----

--

-~ .
1
1
--

Total

2
2
1

35
22
2

Source: Derived by the Bureau of Business and Economic Research, The University of Montana, based on a survey done in cooperation with the
School of Forestry, The University of Montana.
Note: Most firms provided information for 1990, but a number provided information for 1991 only.
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oriented to markets outside Montana.
These include: factory operations at
sawmills; millwork plants; and manufac
turers of unassembled window and door
parts, specialty artistic products, and
sporting goods. All of these producers
reported 90 percent of sales outside the
state. Furniture producers marketed 70
percent of their output beyond state
borders.

Table 5

Distribution of M ontana's Secondary Wood & Paper Products M anufacturers
by County of Location, 1990
Number
of Firms

County of
Location

Emplovment

Annual
Compensation
to Workers

Annual
Sales

Missoula

28

567

$7,280,000

$46,102,730

Gallatin

22

262

3,840,000

29,875,000

Flathead

35

201

2,538,000

14,163,000

Yellowstone

26

171

2,036,000

11,176,000

Ravalli

20

90

1,005,000

5,968,000

Other counties

84

695

7,188,500

36,440,000

215

1,986

$23,887,500

$ 143,724,730

Total

Raw Materials

Of the 215 plants in Montana’s
secondary manufacturing sector, 149 used
as a raw material wood or paper products
similar to those produced by Montana’s
primary industry. Of this 149, 136
purchased at least a portion of their raw
material inputs from Montana producers.
About 30 percent of the 215 purchase all
of their wood product raw materials from
Montana producers.

Source: Derived by the Bureau of Business and Economic Research, The University of Montana,
based on a survey done in cooperation with the School of Forestry, The University of Montana.
Note: Most firms provided information for 1990, but a number provided information for 1991 only.

Table 6

Destination of Montana's Secondary Wood and Paper Products Shipments
by Value of Shipment, 1990
Thousands of dollars
Sector
Cabinets and counter tops
Furniture
Trusses, structural
building components,
concrete forms, and
assembled millwork
Prefabricated buildings
and pole buildings
Millwork, window and
door parts and custom
planing
Factory operations
attached to sawmills
Pallets and stakes
Signs, billboards, and
letters
Specialty artistic
products and plaques
Sporting goods
Other products
Total

Rocky
Mountain

Far West
IL&

North
Central

Other
'Markets

Total

10,342
10,034
11,357

4,006
5,851
2,553

1,174
9,209
1,621

37
4,772
3,053

328
3,997
1,017

15,886
33,863
19,600

3,429

781

0

0

0

4,210

230

14

24

1,898

3,059

5,225

1,628

1,606

1,643

7,208

23,866

35,950

2,891
1,213

3,984
4

3
22

245
0

7
163

7,130
1,402

217

839

1,882

863

1,745

5,545

69
6,454
47,862

176
762
20,575

143
3,930
19,652

31
1,758
19,865

343
1,247
35,771

763
14,151
143,725

Montana

Source: Derived by the Bureau of Business and Economic Research, The University of Montana, based on a survey done in
cooperation with the School of Forestry, The University of Montana. Numbers may not add to totals due to rounding.
Note: Most firms provided information for 1990, but a number provided information for 1991 only.
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Table 7

Destination of M ontana’s Secondary Wood & Paper Products Shipments, 1990
—
Sector

Percent of Sales

--------

Montana

Rocky
Mountain

Far West
U.S.

North
Central

Other
Markets

65
30
58

25
17
13

7
27
8

a
14
16

2
12
5

81

19

4

a

a

36

59

100

5

4

5

20

66

100

41
87

56
a

a
1

3
0

a
12

100
100

4

15

34

16

31

100

9
46
33

23
5
14

19
28
14

4
12
14

45
9
25

100
100
100

Cabinets and counter tops
Furniture
Trusses, structural
building components,
concrete forms, and
assembled millwork
Prefabricated buildings
and pole buildings
Millwork, window and
door parts and custom
planing
Factory operations
attached to sawmills
Pallets and stakes
Signs, billboards, and
letters
Specialty artistic
products and plaques
Sporting goods
Other products
Total

Total
100
100
100

100

Source: Derived by the Bureau of Business and Economic Research, The University of Montana, based on a survey done in
cooperation with the School of Forestry, The University of Montana. Percentage detail may not add to 100 due to rounding.
Note: Most firms provided information for 1990, but a number provided information for 1991 only.
a= less than 0.5 percent.

In fact, over 35 percent of total 1990
Montana secondary sector sales value can
be accounted for by producers who
obtained 75 percent or more of their raw
material from Montana producers. That
is, one-third of the state’s secondary
sector sales values is heavily dependant
on raw material inputs from Montana
purveyors. Sporting goods manufacturers
were the only category in which less than
half of the firms indicated they did not or
could not use material from Montana
primary producers.
Summary

This survey is only a first step, but it
does suggest how the primary and
secondary sectors of Montana’s wood
products industry compare and

Montana Business Quarterly!Summer 1992

interrelate. Primary wood products firms
tend to be larger, employ more people,
pay higher wages, and rely more heavily
on markets outside the state. Montana’s
secondary processors, by contrast, are a
much smaller and more diverse lot.
No easy or obvious development
pathways emerged from this initial look
at the state’s secondary wood products
manufacturers. For many of Montana’s
secondary sector firms, growth may be
constrained by the traditional barriers of
distance to market, and relatively high
transportation costs.
However, some secondary sector firms
don’t appear to suffer a major transporta
tion disadvantage. Specifically, those
directly linked to the primary sector that
add value without adding bulk and

shipping costs, like cut stock processors;
and those manufacturing high-value
specialty items, like decoys and other
carving. Future efforts should concentrate
on market opportunites that can overcome
transportation disadvantages. ®

Charles E. Keegan 111 is the bureau's
director of forest products research.
Daniel P. Wichman is the bureau's
research assistant.
Edwin J. Burke is associate dean.
School of Forestry, The University of
Montana.
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How do Montanans view the state
economy? What are their general prefer
ences for economic growth? And how do
they view major players in the economic
arena? The Bureau surveyed state residents’
opinions on these and other matters in 1982
and again in late 1991 as part o f the
Montana Poll. The following discussion is
based on results from these two polls.

Montanans
View Their
Economy

It’s also important to note that
the 1980s were a rough decade for
many Montanans. Bureau director
Paul Polzin estimates that, overall,
the state’s economy now is about
5 percent below what it was ten
years ago.
by Susan Selig Wallwork
That, along with the national
situation, may explain some key
results of our 1991 poll. Namely, 1991 respondents expressed a
Economic Growth: Perceptions and Context
stronger sentiment for economic growth; yet they were more
pessimistic about the chances of achieving economic growth in
conomic growth was one of the first topics ad
this state.
dressed in the Montana Poll. In 1981—as now—
economic growth was a live topic. Some sug
Preference for Growth
gested then that Montanans were opposed to
While they may have disagreed on approaches or types, the
economic growth, or at least were being perceived that way. So
vast majority of Montana Poll respondents have continually
the 1981 poll looked at Montanans’ perceptions of economic
endorsed at least a moderate amount of economic growth. In
growth, as well as their preferences and expectations. Specifi
1982, when asked what they thought would be best for Montana,
cally, the 1981 poll explored state residents’ basic conceptual
about six respondents in ten (63 percent) endorsed a moderate
understanding of the topic. What did economic growth represent
amount of economic growth. About three in ten (28 percent) felt
to them? Was it a negative or a positive? Were they extreme or
the state needed a greater degree of growth. Only about one
moderate in their views?
respondent in ten (7 percent) wanted little or no growth. (See
In 1981, the vast majority of Montanans held moderate
Figure 1.)
opinions on economic growth. Most Montanans equated
Roughly ten years later, in December 1991, the vast majority
economic growth with conditions
again endorsed at least a moderate amount of growth. However,
that generally reflect a healthy
overall, the
this time more respondents—*about four in ten (39 percent)—
economy, citing such positives as:
endorsed a higher level of growth. Somewhat fewer respon
state's economy
business growth and business
dents, about five in ten (54 percent), opted for moderate growth.
stability; more employment, full
now is about 5
Various cross-sections of 1991 respondents expressed
employment, or less unemployment; relatively similar sentiments. A couple of groups, however, were
percent below
improved individual well-being,
a bit more pronounced in endorsing a higher level of growth.
w hat it was ten
though not necessarily prosperity;
Among younger respondents under forty-five years of age,
reduced need for public assistance;
years ago ”
sentiments were evenly divided; about as many endorsed strong
improved financial conditions in the growth as endorsed moderate growth. By contrast, older
area; and so on.
Montanans were less divided; they opted for a moderate amount
Very few in the poll (under 5 percent) equated economic
of growth by a margin of two to one. A majority of men
growth with negative impacts such as inflation, rising prices,
endorsed moderate growth. But women were evenly divided
environmental damage, or community disruption.
between moderate and strong growth.
The Bureau polled Montanans on these (and other) concep
Thus, generally, most Montanans in 1982 and again in 1991
tual questions in 1981 and again in 1982, with no significant
preferred a moderate to strong level of economic growth.
difference in results. These conceptual questions were not
repeated in the 1991 poll, but we believe such conceptual
Status of the State Economy
understanding has not changed, and that most Montanans do
We have some sense of what they prefer. But how do
understand what economic growth is—even though they
Montanans see the actual state economy, and what do they
disagree about how much and what kind is desirable, and about
expect for it? And has this assessment changed over time?
ways to achieve it.
In the midst of recession last December, a majority of poll
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Figure 1

Preference for Economic Growth in Montana
among Montana residents, 1991 & 1982
What are your thoughts about how much the state
economy should grow in the next five years...what
would be best fo r Montana?

About
the

M ontana P oll

Note: Percentages do not add to 100
of miscellaneous responses.

of rounding and the omission

respondents were disparaging about Montana’s economy. Over
half (58 percent) said the state’s economy was bad, and a good
share considered the situation to be very bad. Understandably,
respondents at the lower end of the income scale were among
the most critical.
Even so, 40 percent of last December’s respondents said the
state economy was doing well at the time. The groups most
complimentary were elderly Montanans (aged sixty-five and
older), and Republicans.

Outlook for the State Economy
Last December Montanans were more pessimistic overall
about the state’s economic future than they were about its (then)
current economic status. Six respondents in ten (62 percent)
were decidedly negative in their outlook for the state’s economy
over the next five years. And only 27 percent expressed a
positive outlook. (See Figure 2.)
A pessimistic outlook prevailed among all respondent groups,
even those who considered the economy to be doing pretty well
at the time. Interestingly, though, pessimists were not signifi
cantly more likely to endorse a high degree of economic growth
for the state than other respondents.

Influencing Growth: Who Helps
and Who Hinders?
Growth can be influenced or impacted by a variety of
economic and political institutions. In both the 1982 and 1991
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The Bureau began the Montana
Poll in 1981 with co-sponsorship from
the Great Falls Tribune. An ongoing,
statewide survey of Montana public
opinion, the poll covers a variety of
topics and issues—economic,
social, governmental, political, and
the like.
Montana Poll interviews are
conducted by telephone, as are
most of the Bureau’s general public
opinion surveys. The respondent
sample is obtained through a twostage random sampling procedure.
A random-digit telephone sampling
program generates the initial
sample of telephone numbers, both
listed and unlisted. Then, once a
household is reached, interviewers
use a second random sampling
procedure to select one household
member for the interview.
This two-part procedure assures
that the sample is a representative
cross-section of Montana adults.
This representative sample makes it
possible to attribute survey results to
the larger adult population.
An experienced interviewing staff
works from Bureau offices under
direct supervision. We standardize
and control the sampling and the
procedures, including the way
questions are asked. This rigorous
handling of procedures, instrument,
and data ensures that the results
reflect what's actually out there in
the public mind, and are not the
result of procedural flaws.
________________________________ __
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Figure 2

Outlook for Economic Growth in
Montana among Montana Residents
O utlook fo r the state economy over the
next five years or so...

Note: Percentages do not add to 100 because of rounding
and the omission of miscellaneous responses.

“One o f the more significant shifts in
public opinion over the decade concerned
state government....in late 1991, almost
h a lf (47 percent) o f the respondents said
state government was hindering economic
grow th.”

polls, we asked about six in particular: small businesses in
general; major Montana corporations; Montana labor unions;
environmental groups in the state; state government; and the
public in general.
Specifically, we asked respondents whether they thought
each group was helping economic growth in the state, hindering
it, or having no impact either way.
As Table 1 shows, public opinion on this question shifted
somewhat between mid-1982 and late 1991. The table lists
groups in high to low order based on the 1991 proportion who
said that institution helps the state’s economic growth.
Of all these institutions, only Montana small business comes
up smelling like a rose. The vast majority of respondents viewed
small business generally as helping the state’s economic growth;

12

this sentiment prevailed in 1982 and was even more pronounced
in 1991. Moreover, it was prevalent among all respondent
groups.
Perhaps this result is not surprising if one considers that the
majority of Montana’s businesses are “small” businesses. Also,
at the local level in Montana, much of the discussion about
economic growth focuses on small business.
Public opinion about larger businesses—Montana’s major
corporations—does appear to have shifted over the decade. In
1982, barely four respondents in ten (38 percent) credited major
corporations with helping economic growth; about as many (36
percent) criticized them as being a hindrance. However, by
1991, public opinion about Montana’s major corporations was
distinctly more positive: Roughly six respondents in ten (58
percent) viewed them as a help to growth; barely two in ten (17
percent) considered them a hindrance.
Opinion about the general public’s impact on economic
growth did not shift during the decade. Both in 1982 and in
1991, roughly half the respondents said the general public was a
helpful force. Only 15 percent saw the public as a hindrance
generally; roughly three respondents in ten said the public had
no real impact.
Public opinion underwent a noticeable change over the
decade regarding the role of labor unions in economic growth.
This shift in Montana public opinion may reflect the general
decline in labor unions’ influence—which in turn reflects the
significant employment changes of recent years.
Last December, public opinion was more evenly divided than
it had been years earlier. In 1991, about a third (33 percent) of
the respondents were critical of unions; almost as many (29
percent) credited unions with being a help to growth; only
slightly fewer (24 percent) said unions have no impact at all.
Compare that with 1982 poll results: Almost half (47 percent)
saw unions as a hindrance; only about a quarter (23 percent)
said unions helped the economy; 17 percent said unions had no
impact. Thus, fewer people today see unions as a negative
factor in economic growth. Fewer see unions as having any
impact at all.
One of the more significant shifts in public opinion over the
decade concerned state government. In mid-1982, four respon
dents in ten (41 percent) said state government was helping
economic growth; roughly three in ten (29 percent) said the state
had no impact either way. Only 16 percent viewed state govern
ment as a hindrance then.
However, in late 1991, almost half (47 percent) the respon
dents said state government was hindering economic growth. A
fourth (25 percent) credited state government with being a help,
and about two in ten (19 percent) felt it had no impact either
way. More Montanans today feel state government does have an
impact, for good or ill, on economic growth.
Finally, we asked respondents about the influence of
Montana’s environmental groups. In 1982, almost half (46
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Table 1

Impact of Selected Groups on Economic Growth in Montana
as Seen by Montana Residents
December 1991
(n=401)
No
Helpine
Impact Hindering

June 1982
(n=400)
No
Helping Impact Hindering

Montana's small businesses

80%

12%

5%

71%

19%

5%

Major Montana corporations

58%

16%

17%

38%

16%

36%

Montana's general public

51%

26%

15%

48%

30%

15%

Montana labor unions

29%

24%

33%

23%

17%

47%

Montana state government

25%

19%

47%

41%

29%

16%

Montana environmental groups

23%

12%

59%

19%

24%

46%

Note: Percentages do not add to 100 because of rounding and the omission of miscellaneous
responses.

themselves? Do they equate economic growth with an improved
percent) viewed environmental groups as a hindrance to
standard of living for the average individual or for themselves?
economic growth. The remaining respondents were relatively
In 1982, we asked people about the impact of economic
divided, viewing environmental groups either as a help (19
growth generally on the overall quality of life, and, more
percent) or as having no impact (24 percent). In 1991, roughly
specifically, on standard of living—for the average person and
six respondents in ten (59 percent) said environmental groups
for them personally.
hindered economic growth, a noticeable increase from 1982.
In general, pronounced majorities
However, it’s important to note that
said economic growth resulted in an
“hindering” growth isn’t necessarily an
1Elderly Montanans,
improved quality of life and standard of
irresponsible act—at least in the public
living, but more so for the “average”
view. We did not repeat this question in
women, lower-income per
Montanan than for themselves personally.
1991, but in 1982, we asked respondents
sons, those living in the
We asked only about the impact of growth
whether they thought environmental
on their own standard of living in 1991 ’s
more rural and less-popu
(and other) groups were acting responsi
poll. By this measure, opinion has shifted
bly or not.
lated counties o f the state,
somewhat since 1982. (See Figure 3.)
Even though the prevailing view at
and those who have lived in
In 1982, over half the respondents (53
that time held that environmental groups
percent) believed that their own standard of
the state over twenty years
were a hindrance, a pronounced majority
living improves as the state economy
also viewed the actions of these
were least likely to equate
grows. Significantly fewer (45 percent)
groups—given their concerns and
state economic growth with
believed that ten years later. Slightly more
objectives—as responsible. As one
Montanans (48 percent) believed economic
improvement in their own
Montanan put it, “They’re acting
growth
has no impact either way. Hardly
responsibly in what they do, but what
standard o f livin g ”
any respondents in either poll equated
they do hurts industry and the
economic growth with a decline in their
economy.”
own standard of living.
Impact of Economic Growth on
A distressing pattern emerged among respondent groups
Individual Standards of Living
regarding this question: Elderly Montanans, women, lowerincome persons, those living in the more rural and less-popu
People often see economic growth in terms of forces operat
lated counties of the state, and those who have lived in the state
ing outside their own lives. But do they also see any direct link
over twenty years were least likely to equate state economic
between economic growth and the lives of individuals such as
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“By contrast , men generally and persons at the
high end o f the income scale did anticipate personal
benefit as a result o f state economic grow th.”
Figure 3

Impact of Economic Growth
in Montana on One's Own
Standard of Living

growth with improvement in their own standard of living. By
contrast, men generally and persons at the high end of the
income scale did anticipate personal benefit as a result of state
economic growth.
Thus, respondent groups traditionally associated with
economic “have-not” status don’t appear to expect that eco
nomic growth will benefit them personally. Groups traditionally
associated with economic “have” status do appear to expect
personal benefit from economic growth in the state.

Conclusions
This final sullen note may simply be an unfortunate reaction
to a decade which has been tough on many Montanans.
It’s important to remember that while Montanans apparently
aren’t any too happy about the state’s economic condition or its
outlook, they’re certainly not alone. Americans overall are
expressing similar concerns about the U.S. economy.
Despite these concerns, Montanans do appear to understand
economic growth generally, and they continue to endorse at
least a moderate amount of growth for the state. *

Susan Selig Wallwork is director o f survey research at the
Bureau o f Business and Economic Research, The University o f
Montana, Missoula.

Note: Percentages do not add to 100
because of rounding and the omission of
miscellaneous responses.
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Human Populations and
Natural Resource Demands
by Jim L. Bowyer

O v e r the next century the world’s natural systems
will be subject to almost unimaginable stresses. Close
monitoring and an unprecedented proactive approach
will be necessary to maiintain water and air quality—
perhaps even atmospheric composition— and to ensure
the long-term viability of certain wildlife, fish, plant, and
other populations.

But the 21st century will pose another
equally formidable challenge: providing
food, fuel, shelter, and clothing for
expanding human populations. The
earth’s current population level of 5.4
billion will likely double within the next
seventy to one hundred years. This
growth certainly will exacerbate environ
mental pressures that lead to atmospheric
pollution, acid deposition, ground water
depletion, tropical deforestation, stress on
agricultural systems, and a host of other
problems. Our expanding populations
will require a combination of new
resource development strategies, techno
logical advancement, and capital invest
ment. Economic and distribution systems
will need to be improved as well.
If society fails to adequately protect
natural systems, a general degradation of
environmental quality will likely result,
with widespread modification of natural
ecosystems, and marked changes in plant
and animal populations. These same
disastrous results are likely if society fails
to meet the basic needs of human
populations. Individuals may be driven
willy-nilly to try extracting food, fuel,
and shelter from their burdened environ
ment. Thus, human needs must be
addressed as part of any significant effort
to protect the environment.

Growing Populations
Human birth and death rates today are
far out of balance. Worldwide, for every
1,000 people there are twenty-eight births
but only ten deaths. This ratio translates
to a global population increase of
approximately 90.1 million annually.5
Birth rates are declining, both in absolute
terms and in relation to the death rate, but
even so, an unprecedented rise in world
population looms ahead. It has taken all
of recorded human history to reach the
world’s current 5.4 billion population.
Yet this figure will likely double within
the next seventy to one hundred years.7
Most future increases in human
populations will occur in the world’s
lower income regions: Africa, Asia
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“...unless the United
States populace and politi
cal leaders can separate
the abortion issue from
population control issues,
the consequences will be
diastrous.”

(except Japan), and Latin America.
World populations are likely to stabilize
at some point in the next century or two,
but at what point? We have some choice
in the matter.

Family Planning
The United Nations recently esti
mated that an investment of $10.5 billion
each year for ten years would make
family planning services and information
available worldwide. If this level of
support were to begin immediately,
world population could be stabilized at
an estimated 9.3 billion by the year
2095. Greater investment in family
planning could stabilize human popula
tion sooner and at a lower level—7.8
billion by 2050.2
If these projections are accurate, they
represent very good news indeed, since
control of global human populations—
and thus, control of the main source of
environmental stress—is well within
reach. Without concerted efforts to curb
growth, however, human populations
will grow to much higher levels.
Assuming only modest increases in
financing of family planning efforts over
the next several decades (the most likely
scenario upon which the U.N. medium
population projection is based), world
population will grow to about 11.6
billion before stabilizing.7 With no
increases in family planning efforts,
world population could rise to 14 billion
—almost three times the current level!
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The U.N.’s best case scenario
depends on an investment of $10.5
billion per year. That’s a relatively
small number, only about 1 percent of
the world’s annual military expendi
tures.2 Therefore, one might assume
that action to limit future population
increases is already well underway. One
might even assume that the most
influential and economically well-off
nations— including those most vocal
about environmental issues, such as the
United States—would be leading the
family planning effort, financially and
otherwise. Unfortunately, this is not the
case.
Family planning services in lower
income countries were funded to the
tune of $4.5 billion in 1990. Of that
amount, $3.5 billion came from the
countries themselves; member nations
of the U.N.’s Organization for Eco
nomic Cooperation and Development
contributed only $0.7 billion. This level
of funding served about 381 million
couples (51 percent), whereas U.N.
estimates suggest that 567 million
couples should be using contraceptives
by the end of this century just to
stabilize world population at the 11.6
billion level.3
Surprisingly, despite increasing
United States concern about the
environment, world population growth
has received little attention. Perhaps
this is the case because those who rely
on fund raising (politicians, citizen
action groups) are well aware that
family planning is a taboo subject in
some parts of United States society.
Norman Borlaug, Nobel laureate for his
work on the green revolution, recently
commented on this situation, saying
that unless the United States populace
and political leaders can separate the
abortion issue from population control
issues, the consequences will be
disastrous.8 His remarks suggest some
tactical problems currently facing this
country’s advocates of population
control; they also underscore the
importance of United States leadership.

both financially and by example, to the
success of global family planning efforts.

The Catastrophic Party
Careful planning could minimize the
environmental stresses of increasing
human populations. Conversely, a
reactive approach is likely to maximize
environmental impacts.
Consider the following hypothetical
example. Suppose your teenage son has
invited, unbeknownst to you, all 200
members of his high school class to a
party at your home. Assuming you can’t
cancel the invitations, what’s to be done?
At least two alternatives suggest them
selves. 1) Plan elaborately. Consider food
and drink requirements; available space
for dancing, conversation, recreation;
shelter in case of rain; protection of
sensitive flowers, shrubs, and lawn areas;
means of handling uninvited guests;
collecting and disposing of trash; and so
on. 2) Hope for a poor turnout and try to
deal with problems as they arise. If you
run out of food, maybe no one will
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notice, or the neighbors will donate. If
you haven’t roped off a dance floor and
kids trample your prize begonias, you can
chase them out, or wring your hands. If
trash piles up everywhere, you can run
around nagging, or live with it.
Hosting a large gathering without
advance planning may seem irrational.
But it approximates how society in
general—and this country in particular—
is dealing with global population trends
and related issues. With few exceptions,
society is taking no significant steps to
limit the size of the party. Nor is it
thinking realistically about how to
provide for those who do show up. These
oversights may spell catastrophe for both
the flowers and the people.

The Private Sector’s
Role in Planning
For the most part, societal planning in
this country has been a piecemeal effort,
reactive rather than proactive, and
focused on short-term results. Until
recently, most planning has been a

response to specific proposals from
business and industrial interests, which
are driven by the profit motive. These
private market-oriented concerns propose
development (new or expanded manufac
turing capacity, increased raw material
gathering or harvesting, new housing
tracts, etc.) based on how they perceive
demand. They are rewarded according to
how well they anticipate and satisfy
human wants and needs.
Considerable profit-based incentive
exists within this sector to reduce raw
material consumption through improve
ments in product design or manufacturing
efficiency. Over a period of many
decades, this incentive has led to steady,
significant reductions in raw material use
per unit of output.
By contrast, there has been little
incentive for this sector to address
environmental matters. Like anyone else,
business and industry leaders benefit from
a healthy global environment. But their
attention to environmental matters is
colored by intense competitive pressures,
and their actions are motivated by impact
on profits, concerns over public relations,
and their perceived ability to continue to
operate over the long term. Given this
atmosphere, no real incentive exists for
business and industry leaders to help
reduce or limit per capita consumption.
Nor is there much stimulus to promote
lower population growth.

Government’s Planning Role
The U.S. government’s role with
respect to development has consisted
primarily of establishing rules and
guidelines. Government units also
commonly review proposals— usually
initiated by business and industry
interests—as part of approval processes.
Until recently, assuming that citizen
requirements (for food, shelter, employ
ment, etc.) and local environmental
concerns were addressed, the government
most often reacted favorably to develop
ment proposals.
However, disputes over land use
escalated as the nation became increas
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ingly populous, and government more
and more turned to the courts for dispute
resolution. Today, development activities
are heavily influenced by litigation— both
in response to proposals from for-profit
concerns, and as part of proactive
campaigns by environmentalists and
others to further limit domestic develop
ment.
The planning that government carries
out typically focuses on short range and
local issues in small geographical areas.
Global population growth and family
planning are only rarely considered by
local, state, or federal governmental
units, partially because increasing
population is viewed as somebody else’s
problem, and partially because planners
fear disapproval by religious and other
groups.

The Activists’ Role In Planning
Citizens who identify themselves as
environmental activists also respond to
private sector development proposals.
Based on environmental concerns, this
group’s response to development propos
als is typically negative. This group may
be uninterested or even cynical about
market demands and other economic
factors, and may focus on one or more
isolated issue while discounting growing
human needs brought about by global
population growth.
Because activists’ thinking is less
constrained by profit considerations, they
are most inclined to advocate resourcesaving strategies such as reduction of per
capita consumption, dampening of future
demand, or recycling. Of all three major
groups, this one is most likely to assume
a leadership role in promoting worldwide
family planning. Even so, few in this
group have risked a strong stance on
population growth, perhaps again for
political reasons: i.e., fear that duespaying members may oppose population
control measures.
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A Combination of the Three?
Thus, each major participant in the
United States environmental planning and
action process offers its own specific
expertise, and its own limitations. Yet the
combined critical thinking and active
involvement of all three will be required
to fashion truly effective approaches to
global environmental problems. Ideally, a
globally-oriented government leadership
that is well-versed in both economics and
environmental issues would assume the
middle ground. Such a government would
seek balanced approaches to environmen
tal problems, and would work with
governments around the globe to ensure
that the most environmentally responsible
enterprises did not operate under a
financial disadvantage.
How many Americans, though,
perceive domestic or federal governmen
tal units of recent decades as either
balanced or proactive in their approach to
environmental problems? Arguably few.
Witness the steadily escalating, acrimoni
ous, and over-simplified debate between
business and industry interests, and
environmental activists. Blazing head
lines, one-liners, selective use of facts,
and calculated exaggeration substitute for
real analysis and discussion. Though far
and away the number one cause of
environmental problems, population
growth receives little attention in this
exchange. Meanwhile, in the midst of the
environmental “wars,” valuable time is
being wasted—time that could be used in
moving toward workable solutions.
Concerted attention to environmental
ills is likely only after basic human needs
are satisfied.4*10 So it is essential that any
plan for dealing with environmental
matters seriously consider the require
ments of people. Environmental planning
also must rely heavily on the business and
industry sectors, for they are most adept
at anticipating human needs and provid
ing competitively priced goods and
services.
Whether the planet’s environmental
resources can be stretched to satisfy
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“United States consumption levels are high: America
accounts for roughly 5.2 percent o f total global popula
tion, yet consumes an estim ated 27 percent o f the world's
energy resources and a sim ilar percentage o f industrial
raw materials ”

future human desires as well as human
needs is debatable. Expectations for
material goods may have to be lowered so
as to provide the basics for everyone. At
the very least, recent United States
models of consumption are probably an
unrealistic goal for the future. Resolution
of this particular issue will require
considerable attention by societal leaders
in the non-profit sector.

A Case In Point: Planning for
Industrial Raw Materials
What will be required to meet the next
century’s (and beyond) need for raw
materials? Several factors—such as
declining materials intensity in developed
economies and among aging populations
— suggest flat or declining demand for
industrial raw materials in the future. But
a number of developments point instead
to marked increases.
Within the next seventy to one
hundred years, a 60 percent increase in
the global population is a virtual cer
tainty; a 100 percent increase is likely.
Thus, the future will certainly bring
increased environmental stress to a world
that already faces significant environmen
tal problems. In addition, providing basic
goods and services for this increased
human population will be a herculean
task.
A fair percentage of the world’s
current population already lacks one or
more of the basics—enough food,
adequate shelter, proper clothing,
sufficient energy. Another large chunk
(Eastern Europe, for instance) has the
basics mostly covered, but clamors for
access to a wider array of durable and

non-durable goods. These factors portend
increased demand for all kinds of
resources. Add large increases in human
populations, and demand for industrial
raw materials will soar to unimagined
levels.

The United States and Raw
Materials Supply
The United States is not well posi
tioned for this future. Its economy is
currently based on consuming vast
quantities of industrial raw materials.
And these materials are largely imported.
As Table 1 shows, the United States is a
net importer of most raw materials used
to sustain the economy, and often by a
substantial margin. Portland cement, the
vast majority of metals, petroleum, wood
and wood pulp all appear on the net
import list. Note that developing nations,
projected to have the next century’s
largest population increases, are fre
quently the primary suppliers.
Why is the United States a net im
porter of industrial raw materials? In the
case of petroleum, bauxite, and a few
other metals, domestic quantities are
insufficient. For portland cement and
many metals in common use, importing is
less expensive than domestic mining and
processing. Extensive ores do lie within
United States boundaries, but many
deposits are of low quality, so energy and
other input costs would be high.
For other industrial raw materials, the
reasons are less straightforward. The
United States has abundant supplies of
wood within its territorial borders, yet
environmental concerns drive this
material to the net import side. Domestic
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forests from which wood is harvested
have a net growth rate nationally far in
excess of harvest. They occupy a total
area which, though only two-thirds the
size of presettlement forest lands, is now
relatively stable. Clearly, these forests
could support a greater level of sustained
yield harvesting than now exists. But
harvests are restricted based on a number
of considerations: aesthetics, wilderness
and non-wilderness recreation, and
biological diversity.
Given United States dependence on
imported resources, and dramatically
increasing worldwide demand, it may be
time to reconsider our sourcing patterns
for raw materials. Can we continue to
consume largely imported raw materials
at or near the present rate without risking
supply disruptions? Will the negative
impact of vast raw material imports on
the United States balance of payments be
acceptable? What are the ethics of
placing large land tracts in reserve status
for esthetic purposes, if it means re
sources that might otherwise flow from
these lands must come from other
nations? Is it morally acceptable to
transfer environmental impacts of raw
materials gathering and processing to
regions outside our borders so as to avoid
environmental impacts here at home? We
must carefully consider such questions as
we move into the 21st century.

Can Current Consumption
Levels Decline?
Some argue that United States con
sumption levels are not sustainable long
term. According to this argument, if we
abandon the current United States
consumption model, we won’t need
increased quantities of industrial raw
materials in the future. Indeed, United
States consumption levels are high:
America accounts for roughly 5.2 percent
of total global population, yet consumes
an estimated 27 percent of the world’s
energy resources and a similar percentage
of industrial raw materials."
With that consumption level,
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U.S. Imports of Selected Materials as a Percent of
Apparent Consumption and by Major Foreign Sources, 1990*
Material
Columbium
Mica
Manganese
Graphite
Strontium (Celestite)
Bauxite/Alumina
Fluorspar
Asbestos
Platinum Group
Tantalum
Cobalt
Nickel
Chromium
Tin
Tungsten
Stone (dimension)
Barium (Barite)
Potash
Titanium
Silver
Antimony
Cadmium
Petroleum (Crude & Refined)
Zinc
Silicon
Gypsum
Iron Ore
Aluminum
Wood Pulp Products
Portland Cement
Iron and Steel
Wood and Wood Products
Sulphur
Copper

% Imported
100
100
100
100
100
98
90
90
88
86
85
83
79
76
73
70
69
68
m i
64
54
42
37
30
30
26
23
15
13
12
12
11
5

'

Principal Foreign Sources (1986 - 89)
Brazil, Canada, Thailand
India, Belgium, France, Brazil
South Africa, Gabon, France, Brazil
Mexico, China, Brazil
Mexico, Germany, Spain
Australia, Guinea, Jamaica, Suriname
Mexico, S. Africa, China
Canada, South Africa
South Africa, UK, Soviet Union
Germany, Thailand, Brazil, Australia
Zaire, Zambia, Canada
Canada, Norway, Australia
South Africa, Turkey, Zimbabwe
Brazil, China, Indonesia, Malaysia
China, Bolivia, Germany, Peru
Italy, Spain, Canada, Taiwan
China, India, Mexico, Morocco
Canada, Israel, USSR
Australia, Canada, South Africa
Mexico, Canada, Peru
China, S. Africa, Mexico, Hong Kong
Canada. Mexico. Australia
Saudia Arabia, Canada, Venezuela, Mexico
Canada, Mexico, Spain, Peru
Brazil, Canada, Venezuela
Canada, Mexico, Spain
Canada, Brazil, Venzuela, Liberia
Canada, Japan, Venezuela
Canada
Mexico, Canada Spain, Greece
EEC, Japan, Canada, Korea
Canada
Canada, Mexio
Canada, Chile, Peru

‘Also significant import dependency for Andalusite, Arsenic, Bismuth, Caesium, Diamond (industrial),
Ilmenite, Iodine, Leather, Magnesium, Mercury, Mica, Natural Rubber, Nitrogen, Pumice Pyrophyllite,
Quartz, Rhenium, Rubidium, Rutile, Selenium, Sodcium Sulphate, Tellurium, Thallium, Vanadium,
Vermiculite, Wook, Zirconium.
Data for metals from Morgain.6 Information regarding petroleum from the American Petroleum
Institute.1Information for wood and wood products and wood pulp products for 1988 from the U.S.
Bureau of Census;9 data includes volumes of all shipments of wood entering or leaving the United
States in logs, chips, semi-procesed forms, or finished products.
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POPULATION AND RESOURCES

Americans enjoy an almost unparalleled
standard of living—one which great
numbers strive to emulate. Certainly
when building new markets for its goods
in developing economies, private enter
prise tends to promote an American-style
standard of living. Yet if the world’s
current inhabitants were supplied with an
American lifestyle, raw material demand
and energy use too would increase
twenty-fold. Where the likely doubling of
world populations is factored in, wide
spread attainment of anything
approaching United States
standards becomes even less
imaginable. Thus, it may be
necessary to rethink the
marketing of western
lifestyles and all that goes
with them.
Business and industry
have little incentive to blunt
future demand. So leadership in
this regard will have to come from nonprofit sectors—academic, government,
environmental groups, private citizens.
Except through increased efficiency
and/or recycling, Americans (or others in
advanced western countries) are unlikely
to voluntarily reduce their consumption
by any significant degree. However, two
factors may signal that an involuntary
reduction of United States per capita
consumption levels is already underway:
1) Widely published reports detailing the
loss of jobs to foreign competitors; and 2)
indications that the present generation of
Americans may be the first to experience
lower standards of living than their
parents.
But even if United States per capita
consumption does decline and developing
economies don’t emulate our standard, it
is extremely unlikely that worldwide
industrial raw material consumption will
decline from present levels. Even without
population increases, a decrease in United
States raw material consumption of, say
25 percent, would be nullified if other
peoples of the world increased consump
tion by only 6-7 percent. In other words.
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because of the number base for each
group, large percentage savings on our
part can be negated by small percentage
increases elsewhere.
The short and long-term gains likely
from recycling aren’t big enough to
change this basic scenario. In the future,
the world will require greater—not lesser
— quantities of industrial raw materials.
Moreover, because wood is an important
raw material in North America and
worldwide, the future will bring increased
demand for it as well.

What Is To Be Done?
The world is a complex
place, beset by daunting,
interrelated environmen
tal and economic prob
lems. It is terribly tempt
ing to simplify the issues, to
focus on one or two specific
desired outcomes and ignore or
discount whatever detracts from that
focus. Such simplified thinking is
everywhere in evidence today, and on all
sides of environmental issues. And we
can’t afford it.
Global environmental pressures are
many and real. We do face compromised
water quality, atmospheric problems,
threatened species, untenable consump
tion levels, population growth. Our
challenge will be providing for human
needs while protecting the environment.
We won’t find answers by pretending the
pressures don’t exist.
W e’ll need common sense; realistic,
global, and innovative thinking; and an
unprecedented level of cooperation
between leaders from all segments of
society. Business and industry sectors and
environmental organizations, in particu
lar, must learn how to work together.
Realistically, progress will require
compromises with respect to the environ
ment and with respect to the economy. ®
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ALBERTA PERSPECTIVES
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/Alberta- Xerspectives
'b y .E ^a rd J. Chambers

The following has been adapted
from talks the author gave at the
1992 Montana Economic Outlook
Seminars.

The Alberta Economy
ike many of its neighbors
north and south of the border,
Alberta’s economy has been
relatively stagnant in recent
months. With a labor force of 1.35
million, the Alberta economy added only
about 10,000 jobs over the past year, an
increase of less than 1 percent. Alberta’s
retail trade sector also continues to be in
trouble, a reflection of household atti
tudes as much as anything else.
Alberta’s construction industry is weak
as well. This despite a large construction
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project in the Caroline
Gas Fields near Calgary
and two large projects
near Edmonton (a major
new pulp mill and an
$800 million petrochemi
cal expansion). Overall,
Alberta’s 1991 construc
tion outlays were about
36 percent below 1990
levels.
Provincial energy
companies also have been affected, with
substantial downsizing and consolidation
among Alberta’s oil and gas firms.
Exploration and development expendi
tures in 1992 will be approximately 50
percent of 1991 levels. In general, energy
companies are improving their balance
sheets through debt reduction; conse
quently, upstream investments have been
curtailed. Concerns about an over-supply
of natural gas also may be curtailing new
investment in that sector.
Recent national surveys indicate that
one in four Canadians is concerned about
job security. That concern extends to both
white collar and blue collar workers and
certainly has a tremendous dampening
effect on large durable good or housing
purchases. That effect, in turn, slows
economic recovery.
A new longitudinal survey of Alberta’s
labor force activity suggests other
disturbing trends in the provincial
economy. Albertans are the most highlyeducated work force in Canada. Yet the
survey, which traced a sample of indi
viduals over a two-year period, revealed
that only 38 percent stayed in the same
job from the first to the twenty-fourth
month. More than half the sample had

different jobs by the end of the period.
Interestingly, according to my conversa
tions with experts across the Atlantic,
these labor force trends are very different
from the experience of Germany and
other European nations.
What does Alberta’s apparent labor
force instability say about turnover costs
and optimal allocation of training
resources? How might this high turnover
rate affect organizations interested in
locating here? What personnel policies
are most appropriate?
Human resource capabilities are the
single most important factor in determin
ing the long-term welfare of the region.
And it’s a grey area. We don’t have
sufficient knowledge.

Diversification Efforts
Diversification can seem a confusing
concept, but for me it is relatively simple:
movement into new markets and/or
movement into new products. According
to that measure, western Canada’s forest
products industry has been diversifying
by extending markets for existing
commodities into Asia and the Pacific
Rim.
Controversy surrounds diversification
methods. But I think the only sensible
approach for a given economy is to build
on its existing strengths and experience.
The economic strength of western
Canada—and indeed, the region as a
whole—is its export base. That is, our
international competitiveness is defined
by our status as a low cost producer of
commodity grade materials. We have a
production orientation: We incorporate
the most efficient production techniques
into our resource extraction activities and
produce output at the lowest possible unit
cost.
When we begin to think about diversi
fying, about adding value to commodity
grade materials, then the ball game
changes. Significant efforts must be
directed to customer needs and require
ments. Essentially, producers in this part
of the world must shift from a production
to a market orientation—tune their
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activities to marketplace needs, and get
Alberta’s most significant diversifica
very close to customers. This requires a
tion success is in the area of intermediate
shift in regional firms’ human resources
grade petrochemicals, where a down
as well, a new balancing of traditional
stream value-added industry has been
engineering and production technology
built using feedstocks from gas and oil.
strengths with intensified marketing
These new plants are state-of-the-art, and
efforts.
have enough production capacity to
How is Alberta doing as far as diversi
satisfy markets being opened in North
fication is concerned? The answer very
America and the Pacific Rim. The
much depends on the time frame. For
province can produce sufficient polyeth
example, if you look at the period 1970 to ylene, for example, to supply all of North
1990, Alberta’s diversification achieve
America west of the Mississippi River.
ments in terms of industrial structure seem
As I see it, this is the one really
minimal. In that generation of Alberta’s
successful large scale industrial diversifi
industrial activity, an expanded service
cation initiative to occur in Alberta in the
sector constituted the real change.
last twenty years. It capitalizes on an
Extractive industries in 1990 accounted
important competitive strength. And, as a
for approximately the same proportion of
totally new industry in the Northwest, it
Alberta’s total output as they did in 1970.
effectively diversifies the entire region.
However, analysis of the decade 1980
to 1990 yields a somewhat different result. The Rocky Mountain
Trade Corridor
While a significant shift to services is
apparent in this data too, and manufactur
Finally, some brief comments about
ing shows some slight improvement, the
the eastern slope of the Rocky Mountains
big story is with energy industries, which
as a viable trade and service region—the
declined in importance over the decade,
so-called Rocky Mountain Trade Corri
1980-1990. In 1970, the oil price shocks
dor. To make the concept viable, we need
had yet to hit Alberta’s economy; by
a collective focus on several key factors.
1980, the energy price boom was at its
The first and obvious thing is to
height.
develop the eastern s lo p e ’s transportation
Alberta’s Heritage Trust Fund has been infrastructure. East/west linkages are
used as a fairly aggressive instrument of
mostly adequate in the region, both above
diversification ever the past six or seven
and below the international border. And a
years. Now with a market value of
well-developed north/south axis already
approximately $10 billion, the trust fund
links the lower mainland of British
has enabled a substantial volume of direct Columbia with the Puget Sound area and
lending and loan guarantees to private
Oregon. In addition, substantial develop
businesses. It should be noted that while
ment has taken place in the Red River
some Trust Fund investments have
Corridor which runs from Winnipeg to
performed well, others have been spec
Minneapolis. But the best north/south
tacular failures.
transportation links between Alberta and
One significant and successful area of
the Rocky Mountain corridor’s U.S.
Heritage Trust intervention is medical
destinations are the area’s pipelines—not
research. A permanent $300 million
its highways, railroads, or air routes.
Heritage endowment generates about $20
The next thing seems obvious too:
million in income which is available to
People do business with people they
researchers at the Universities of Calgary
know. A few casual networks do exist.
and Alberta. Over the past twelve years,
For instance, I am aware that some
these monies have attracted some out
Alberta ranchers have contact with
standing medical researchers to both
Montana ranchers. But I wonder how
universities; they’ve helped spin off
many Lethbridge bankers know their
important biotechnology activities as well. counterparts in Great Falls or Missoula or

22

Billings. I wonder how many engineers
and architects, how many accounting
firms serving small businesses meet
across the border to discuss common
issues and problems. We must cultivate
cross-border networking opportunities in
all areas of business and professional life.
In that way, we’ll discover a realistic
basis for trade and service exchanges
along the north/south axis.
Another prime avenue of potential
cooperation is tourism and recreation.
Certainly our region’s natural beauty
offers a tremendous comparative advan
tage. And the so-called “Trail of the Big
Bear,” running from Denver up through
Jasper, is an important unifying concept
for the region. But my sense is that,
despite a fair amount of press north and
south of the border, the Trail of the Big
Bear is still mostly concept, and mostly
unsupported by necessary infrastruc
ture—especially offshore and other
transportation links.
Finally, we need a regional situation
assessment, especially of our human
resources. We know that the area is
abundantly endowed with natural re
sources— including its scenic beauty. But
as I see it, the region’s future develop
ment depends on its human resources.
And we don’t yet have a very good
inventory, or a very good assessment of
the quality level and skill attainments of
human resources, the nature of labor
markets, the nature of labor mobility that
exists in this region. The long-term
economic health of the region and of each
political unit in it is tied to this critical
area about which we have too little
knowledge. ■

Edward J. Chambers is director o f the
Western Centre fo r Economic Research at
the University o f Alberta.
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BUSINESS IN MONTANA

Developing a Multi-State Operation
from Montana
by Ian Davidson
The following was adapted from a talk
given by Ian Davidson at the 1992
Montana Economic Outlook Seminar in
Great Falls. We asked him to comment on
regional and multi-state operations in
Montana because his firm, D.A. Davidson
& Co. (DADCO), has been recognized as
a model by such national publications as
Forbes magazine and USA Today. From
a one-man operation in 1958, DADCO
and its two sister companies have grown
to a 240-person operation with offices in
Idaho, Wyoming, Montana, and Califor
nia.

2

Recognize their contribution.

Identify a niche for your com
pany and stick to it. The DADCO
companies have a regional niche
serving individuals with investment,
money management, and trust
services. We believe a conservative
philosophy best serves the culture of
Montana and the other states where
we do business. We emphasize our
commitment and involvement in the
region through our people, showing
that we can provide excellent
service and results
right in this region.
The concept works
ith its relative isolation and
because customers
small cities, Montana may
like
to see local firms
seem an unlikely choice for
succeed.
headquarters of a multi-state
In addition, we
operation—especially if the industry is
have
developed a
financial services. So how has DADCO
special
service to
managed to expand outward from Great
other
investment
Falls? There isn’t a simple answer, but I
Ian Davidson
firms of the West
can offer a few basic principles that have
Coast
through
the Pacific Stock
helped guide our growth.
Exchange. We have leveraged the
uniqueness of our region and our
people through other firms through
Seek out quality, motivated
out the nation.
people who enjoy this region.
Become more worldly while
Out of D.A. Davidson’s 240 present
involving yourself in the
employees, 207 attended college, 121
region.
received degrees, and twenty-seven
have graduate degrees. Of those who
Treat your involvement with
attended college, 132 did so in
service and Chamber groups, with
Montana; the rest attended colleges
philanthropic and governmental
primarily located in the West.
associations, as business develop
Hire the brightest people, people
ment. Target contacts, leverage your
who are smarter than you. Then
time and resources. Immerse
emphasize people in company
yourself in local and regional
reports, yearbooks, meetings.
concerns, then travel beyond them
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(and I mean physically travel) so you
can compare and understand the
larger picture, and develop ideas.

4

Be current with the technology
in your field, but don’t try to be
the leading edge.
If you’re current with the best
technology, you can probably
maintain and improve competitive
ness. But trying to anticipate the
next technology can be risky
business indeed. Technology is a
valuable business tool, not a
research and development project
for the average successful business.
Remember that areas differ.
Each state in a multi-state
operation will have its own distinct
character and business climate. Take
our four states, for instance. Mon
tana is provincial, not worldly; we
tend to worry more about each other
than about surrounding states or the
nation. Montana’s history of
corporate dominance colors its
present business climate. It is,
however, a great location for
DADCO.
Wyoming is more “laid-back”
and pro-business. It has a better tax
structure, and, for example, the
public services commission and
state government project a more
positive attitude than here in
Montana.
Idaho has a very entrepenuerial
and more worldly business climate.
Look at the national and interna
tional corporations who have been
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attracted to Boise. The political climate is
somewhat more difficult there, but
they’re a fine example of economic
leadership.
California is California. Very expen
sive, but a good place to visit when
you’re looking for ideas and new ways to

do business.
Naturally, these comments won’t
apply to every Montana firm contemplat
ing expansion. But they’ve worked for us.
These principles, along with a whole lot
of luck, allowed us to expand from Great
Falls to fifteen locations in four states. ®

Ian Davidson is chairman and CEO of
D.A. Davidson & Co.

1992
Montana Economic
Outlook Seminar
N o w available on video
from the

Bureau o f B usiness and Economic Reasearch
Selected portions of the
1992 Montana Economic Outlook Seminar
For m ore inform ation about the video,
contact the Bureau of Business and
Economic Research a t (406) 243-5113.
The video is available at no charge to
service clubs, schools, and other inter
ested parties.

This service is provided through a gift from

mpc

MONTANA POWER COMPANY
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Bureau of Business and Economic Research
LARRY GIANCHETTA
Dean, School of Business Administration

The Bureau of Business and Economic Research is the research and
public service branch of The University of Montana’s School of Business
Administration.
The Bureau is regularly involved in a wide variety of activities, including
economic analysis and forecasting, forest products industry research, and
survey research.
The Bureau’s Economics Montana forecasting system is an effort to
provide public and private decision makers with reliable forecasts and
analysis. The program is cosponsored by the Bureau, the Montana
Legislature and the Office of the Governor. These state and local area
forecasts are the focus of the annual series of Economic Outlook Seminars,
cosponsored by the Bureau and respective Chambers of Commerce in
Billings, Bozeman, Butte, Great Falls, Helena, Kalispell, and Missoula.
The Bureau also has available county data packages for all Montana
counties. These packages provide up-to-date economic and demographic
information developed by the Bureau and are not available elsewhere.
The Montana Poll, a quarterly public opinion poll, questions Montanans
about their views on a variety of economic and social issues. It is
cosponsored by the Bureau and the Great Falls Tribune. In addition, the
Bureau conducts contract survey research and offers a random digit
dialing program for survey organizations in need of random telephone
samples.
The Forest Industries Data Collection System, a census of forest industry
firms conducted approximately every five years, provides a large amount of
information about raw materials sources and uses in Montana, Idaho, and
Wyoming. It is funded by the U.S. Forest Service. The Montana Forest
Industries Information System collects quarterly information on the
employment and earnings of production workers in the Montana industry.
It is cosponsored by the Montana Wood Products Association.
The Bureau’s Natural Resource Industry Research Program enables the
Bureau to continuously monitor Montana’s natural resource industries and
improve the public’s knowledge of them and their roles in the state and
local economies. This program provides easily accessible information about
all the natural resource industries. Sponsors are the Montana Mining
Association, Plum Creek Timber Company, Montana Petroleum
Association, Montana Wood Products Association, and American Forest
Resource Alliance.
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Director, Bureau of Business
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Director, Economic Analysis
CHARLES E. KEEGAN III
Director of Forest Products Industry
Research/Research Associate Professor
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Economist
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Readers of the Montana Business Quarterly
are welcome to comment on the MBQ request
economic data or other Bureau publications,
or to inquire about the Bureau’s research
capabilities.
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